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What You
th Watch

On TV

And Visit
Online

Those under age 15 are more likely to

watch Disney than Nickelodeon, yet their

preferences reverse when the go online,

according to NPD Group.

Their preferences highlight the vast dis-

crepancies to bundling those under 15 into

one category. For instance, it’s doubtful the

same user is visiting both Facebook and

Webkinz.
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TWEENS
’ AND TE

ENS’ ON
LINE COM

MUNICA
TION,

BY AGE G
ROUP, 20

10

GATEKEEPERS KEEP

A DISTANCE

Moms Of Tweens Share Similar

Tastes, Behaviors

Moms o
f 8-12-ye

ar-olds
are near

ly twice
as

likely as
other ad

ults to l
isten to

top 40/p
op

music (
40% vs.

24%), ac
cording

to the R
etail

Advertis
ing & M

arketing
Associa

tion. Mo
ms

of tween
s are als

o more
likely to

go to th
e

movies
(71% vs

. 56%), i
nstant m

essage o
r

blog (44
% vs. 41

%), and
visit am

usemen
t

parks (4
7% vs. 3

0%).

Similarl
y to the

ir childr
en, mom

s with

tweens
consum

e a varie
ty of me

dia simu
ta-

neously
. Three

in four d
o laund

ry and h
ouse-

work an
d 65% e

at while
using m

edia. Fo
ur in

10 (40%
) watch

TV whil
e surfin

g the In
ternet

and as t
hey liste

n to the
radio, 2

5% are a
lso

going on
line, 16%

read the
mail, 12

% read

magazin
es, and

11% wat
ch TV.

Coupon
s are ex

ceeding
ly impo

rtant to

moms o
f tweens

. They a
re the to

p influe
ncer

for both
apparel

and gro
cery pu

rchases
and

trigger m
oms to

search f
or some

thing on
line.

Moms o
f tweens

, in gene
ral, are

media-

savvy a
nd talk

more ab
out purc

hases. A
bout

half reg
ularly u

se Faceb
ook (48

%) com
pared

to 40% o
f adults

and 25%
reguarly

use

YouTub
e. One i

n three
(33%) re

gularly
or

occasio
nally us

e their c
ellphon

e to sea
rch

for som
ething.

Howeve
r, while

more th
an half

of mom
s of twe

ens (52%
) regula

rly or oc
ca-

sionally
read blo

gs, com
pared to

50% of

adults, m
oms wit

h tween
s are les

s likely
to

post to
blogs (2

6% vs. 2
8%) or m

aintain
one

themsel
ves (13%

vs. 15%)
.

Moms w
ith twee

ns tend
to hold

profes-

sional o
r manag

erial po
sitions.

This gro
up is

more lik
ely than

the aver
age adu

lt to lab
el

themese
lves hom

emakers
(14% vs

. 5%) or

clerical
or servi

ce work
ers (16%

vs. 10%)
.
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DID YOU KNOW:

� Two thirds of tweens watch
online video — five times as
many as in 2009.

� More than a quarter of
tweens have cell phones.

� Tween spending on
videogames soars at age 9.

� More than a quarter of
tweens download music or
video from free sites.

� Nearly a quarter of tweens
have received at least $500
as a gift.
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And Visit
Online

Those under age 15 are more likely to

watch Disney than Nickelodeon, yet their

preferences reverse when the go online,

according to NPD Group.

Their preferences highlight the vast dis-

crepancies to bundling those under 15 into

one category. For instance, it’s doubtful the

same user is visiting both Facebook and

Webkinz.
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�Understand the
importance of targeting
your marketing to both

child and parent
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TECHNO TWEENS

Parents O
utline Th

e Most

Appropr
iate Age

s For Chi
ldren

To Get T
heir Own

Tech Gad
gets,

Electron
ics

“There have always been traditional kid

milestones: the first day of school, the first

time they eat solid foods. Now, there are

technology milestones that kids are encoun-

tering,” says Ipsos OTX Media CT’s Donna

Sabino.

Four in 10 moms (40%) say it was their

decision to purchase their child’s cell phone,

according to Ipsos, yet it’s important technol-

ogy marketers target both parent and child,

says Sabino. “Moms are the ones primarily

making the purchasing decisions. At the

same time, you want the kid participating in

the discussion since they are the ones buy-

ing the supporting materials, [such as] down-

loads, games, and songs,” says Sabino.

Sabino recommends cell phone companies

showcase the device’s security features when

reaching parents and the device’s “cooler”

aspects, such as unlimited text messages or

camera capabilities, when connecting with

kids.
Ages eight and nine represent what Sabino

calls the “age of enlightened access” because

most parents start allowing kids these ages

to acquire their first technological gadgets.

“They start accessing a world they never

have before. You can’t get an MP3 or console

without participating in a new market. If you

have a $300 PlayStation 3, you are also going

to need to buy a $60 game or two.”

It may be a young age to have an expen-

sive device, but parents see these products

18
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Over 18 (6%)

Under 9 (5%)

9-12 (28%)

13-18 (61%)

SOURCE: Retrevo

Under 9 (27%)

9-12 (20%)

13-18 (30%)

Over 18 (23%)

SOURCE: Retrevo

Under nine (9%)

9-12 (35%)13-18 (30%)

Over 18 (4%)

SOURCE: Retrevo

13-15 (30%)

16-18 (36%)

Over 18 (26%)

Under 12 (8%)

SOURCE: Retrevo
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BEST AG
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SPACE
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ics

“There have always been traditional kid

milestones: the first day of school, the first

time they eat solid foods. Now, there are

technology milestones that kids are encoun-

tering,” says Ipsos OTX Media CT’s Donna

Sabino.

Four in 10 moms (40%) say it was their

decision to purchase their child’s cell phone,

according to Ipsos, yet it’s important technol-

ogy marketers target both parent and child,

says Sabino. “Moms are the ones primarily

making the purchasing decisions. At the

same time, you want the kid participating in

the discussion since they are the ones buy-

ing the supporting materials, [such as] down-

loads, games, and songs,” says Sabino.

Sabino recommends cell phone companies

showcase the device’s security features when

reaching parents and the device’s “cooler”

aspects, such as unlimited text messages or

camera capabilities, when connecting with

kids.
Ages eight and nine represent what Sabino

calls the “age of enlightened access” because

most parents start allowing kids these ages

to acquire their first technological gadgets.

“They start accessing a world they never

have before. You can’t get an MP3 or console

without participating in a new market. If you

have a $300 PlayStation 3, you are also going

to need to buy a $60 game or two.”

It may be a young age to have an expen-

sive device, but parents see these products
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